Abstract: Y-generation as
and postmodern culture. The Millennium generation is both fond of individuality and freedom and committed to their families. They are part of the consumer society at the same time both experiencing global culture and local culture (Bayhan, 2014: 8; Altuntuğ, 2012: 205-207 ). According to Lower (2008) , the range of birth years of this generation is not limited by any parameters. According to most experts, this generation is used for those born between 1980 and 2001. They are named with different names such as Millennials, Generation Next, Digital Generation, Echo Boomers and Nexters (Adıgüzel et al., 2014: 173) . Y-generation also brings many new technologies, social networks, a technology-savvy culture, new business practices and management styles. The members of this generation bring energy and innovation to their workplaces and require good management accordingly (Yüksekbilgili, 2013: 344) . Among the qualities of Y-generation are the fact that they do not like the hierarchical structure, they are demanding, they are impatient because they have never experienced poverty, and their spirit of entrepreneurship is very prominent (Latif &Serbest, 2014: 156) . In working environments, Ygeneration employees have a higher average value in the dimensions of multitasking, social media usage, tendency for team work and working while having fun, while they have low average value in the dimension of organizational loyalty (Çemberci et al., 2014: 70-71) .
Researches on the travel perceptions of the Y-generation are included in the literature. Seçilmiş&Köz (2015: 75), who study the effects of sustainable culture tourism perception on the intention to revisit, suggest that services should be provided so that their interests and wishes can be determined at what points they change and respond to their needs. For example, the satisfaction level of Y-generation members seems to be low. They note that, therefore, the Y-generation's slightest dissatisfaction will affect their repeat visits negatively and that it is important to remember that they will also play an active role in the preferences of potential visitors via social media because of their dedication to technology. Albayrak&Özkul (2013) have concluded on their research on the destination image perceptions of Y-generation tourists survey of destination image perceptions that these generations are composed of individuals seeking rest, enjoyment and new places, seeking quality and luxurious vacation favors.
TripBarometer, introduced by TripAdvisor in 2012, is designed to measure and track the trends in the global travel industry between business owners and consumers. Ipsos MORI has been conducting this survey since 2014 and 2016 is the 6th section. It includes 34.026 participants, broken down into the millennium generation (22%), X-generation (65%) and those born after the World War II (13%). Millennium consumers did not have enough money for travel and 30% want to visit cheaper countries. Eight percent of the millennium consumers make reservation via mobile applications. Online content and media content are very influential to the Millennium Climate, and they also have a passionate and adventurous spirit that goes to destinations for a variety of options, from adventure travel to getaways to spiritual experiences. The perceptions of the Ygeneration (Millennium generation) are as follows;  Ambitious, adventurous and open to new ideas for his travels,  For this generation, positive feedbacks and good-priced flights are more important,  They heed the suggestions of their families and friends while planning trips,  Movies and TV shows are quite important for this generation to choose a destination,  While the air conditioner in the room is very important for other generation, Wi-Fi and the breakfast being included in the room price is very important for Millennium generation,  This generation wants water heater, very fast Wi-Fi connection, room service etc.,  Most of the millennium generation looks for adventure (82%), 28% of them plan an adventurous vacation for the next year,  Millennium generation mostly (87%) takes their smart phones while going on a trip as well as their private event/night dresses (49%),  While travelling, their own towels (33%) are among the most important personal commodities that they carry (https://d2bxpc4ajzxry0.cloudfront.net/TripAdvisorInsights).
Y-generation makes travel reservations from the internet according compared to older generations. Ygeneration has a different vacation activity profile. These generations are more inclined to visit friends, shop, eat at restaurants, go to disco, night life and beach vacations. On longer travels, they prefer different destinations. While America, Asia, Australia and Europe are strong preferences, New Zealand is among the weaker preferences (Kattiyapornpong, 2009: 3) . Y-generation goes on vacation once or twice a year, spending an average of 7 days on vacation; 74% of them go to overseas trips; the majority of participants (71.8%) do not want to travel to developing countries and researching travel destinations is very important by 42%. They generally do not conduct this research through a single information source, benefiting from information sources such as TripAdvisor and Lonely Planet, Rough Guide and DK, Frommer's and Fodor's instead (Franzidis&Hritz, 2014: 329).
2.2.Servicequality determinants in travel
The quality is related to the characteristics and standards of service (Horner &Swarbrooke, 2005: 396) . Servicesare classified as transportation, accommodation, reception, catering and other services (repair, maintenance, medical service, currency exchange, etc.) (Godfrey &Clarke, 2000: 71) . The perceived quality of service is the difference between the perceptions and expectations of the customers. SERVQUAL scale has been developed to measure service quality (Parasuraman et al., 1988 : 17, Parasuraman, et al., 1994 . Grönroos (1984) described "technical quality", "functional quality" and "organizational image" as service quality determinants. When service quality exceeds customer expectations and customer satisfaction is achieved while customer dissatisfaction occurs below the perceived service quality expectations (Öztürk, 2010: 151) . Outstanding service leads to customer satisfaction. Customer satisfaction and loyalty are very important concepts in terms of people visiting the enterprises again and of long-term profitability (Goeldner& Ritchie, 2012: 423). Brady and Cronin (2001) listed the factors contributing to the service quality as "interaction quality (attitude, behaviour, expertise)", "physical environment quality (ambient, design, social factor)" and "outcome quality (waiting time, tangibles, valence). Research on the effect of customer experience on perceived service quality or perceived value is included in the literature (Urban, 2010; Chen & Chen, 2010; Gurski, 2014 , Wu et al., 2015 .
Research studies on the service quality in passenger transportation of travel enterprises are included in the literature. Ardıç&Sadaklıoğlu (2009) have developed 7 different components in the research on service quality in intercity passenger transportation as service quality determinants; being attitude and behavior of the personnel, physical qualities of the buses, punctuality, accommodation and stopovers, reservation, service and baggage enterprises and office operations. According to Özgüven (2008: 677) , on the other hand, personal accident insurance is the first choice among customers to choose a bus company operating in the travel industry followed by price, service quality, safe and comfortable vehicle, compliance to speed limit and traffic rules and finally, good-humored service. Meanwhile, Altan&Engin (2004) ranked the captain first in the rank order of importance of the factors affecting the general evaluation of travel, catering and service ranked second, booking and ticket sales ranked third, respect to the guest ranked fourth, hospitality ranked fifth, host-hostess ranked sixth and hygiene was ranked seventh. Duman et al. (2007) , stated the services dimensions in highway passenger transportation as office-service-terminal services, travel services and stopover services. Customer loyalty determinants have been found to be travel services and office-service-terminal services. Yılmaz (2012) , on the other hand, named the service quality perceptions of university students regarding the services provided by long distance bus companies as "issues related to office, office staff and bus personnel", "issues related to buses and services provided during travel", "safety-related issues", "stopover-related issues" and "issues relating to reservation, ticket purchases and baggage". The perceptions of the students on the six factors (service quality) were found to be low. Koçoğlu&Aksoy (2012) found in their research on the service quality in business enterprises that the service quality determinants were kindness, physical elements, reliability, enthusiasm and competence. While determining the relationship between customers' ages and satisfaction, no relationship have been between gender, educational status, income status and satisfaction.
III. Research methodology

3.1.The Purpose, importance and hypotheses of the research
Y-generation youth in our country travels with purposes such as education, tourism, participation, visit to friends/relatives, etc. Knowing what the factors creating satisfaction in the highway travels of a generation, which is fond of freedom, conscious, technology-savvy, and that particularly enjoys recreational experiences, is important in terms of travel enterprises. Positive developments in passenger satisfaction can be achieved by knowing the satisfaction factors that affect Y-generation. Thus, with economic improvements, enterprises can increase their profitability. Companies that want to create a competitive advantage in highway transport can make a difference to their competitors if they can correctly understand the expectations of Y-generation youth in terms of service quality. When all these elements are taken into consideration, efforts have been made to examine the factors that will cause satisfaction on the travels of Y-generation are revealed and whether these elements are different in terms of demographic variables. The hypotheses developed within the scope of the research in terms of theoretical structure are as follows; H 1 : There is a statistically significant difference between the gender variable of Y-generation and the service quality determinants they perceive. H 2 : There is a statistically significant difference between the age variable of Y-generation and the service quality determinants they perceive. H 3 : There is a statistically significant difference between the household income variable of Y-generation and the service quality determinants they perceive. 
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3.2.Populationand sample
The research has been conducted to reveal the satisfaction constituents of Y-generation in terms of service quality determinants in travel services and examine these constituents in terms of demographic variables. The research population is Kırklareli University where the total number of students for the 2015-2016 academic year is 22.671 (http://oidb.klu.edu.tr/). For the populations with a size larger than 500.000 and above, a sample size of 384 is considered sufficient with 95% trust (Kozak, 2014: 113) . For the research, a questionnaire has been applied to 425 Y-generation tourism students studying in Kırklareli University Faculty of Tourism (normal and evening education).
3.3.Datacollection instrument
Questionnaire management was used as a data collection tool in the research. The measurement instrument used to measure the quality of service was developed from the research of Ardıç&Sadaklıoğlu (2009) (39 items) and developed with the addition of new materials (21 items) in line with the information obtained from the literature.
As intentional sampling is the method preferred by the researcher that will help achieve the purposes within the research in the quickest and easiest way possible, this method has been applied for the research (Kozak, 2014: 118; Ural &Kılıç, 2013: 42) . 60 items aiming to reveal the quality of service components were included in the first past of the questionnaire, demographic variables were included in the second part. The statements measuring the service quality in the questionnaire are presented with five-point Likert scale (5= very pleased, 1= not pleased at all) (Churchill &Iacobucci, 1999: 249) . 425 of the 440 questionnaires distributed for the researchers were found to be healthy and the questionnaires including missing data have been excluded out of the analysis. 
3.5.Analysis of the Data
The data analysis methods used in the research include the definitive statistics, Factor Analysis, T-Test and ANOVA Analysis. Loss data analysis has been conducted for the scale and it has been decided to fill in the missing values in the data set with the average. In addition, necessary extreme values have been checked. No extreme values with Z value greater than +3 and lower than -3 have been encountered (Çokluk et al., 2010: 14) . Skewness and Kurtosis values have been determined as +1.5 -1.5. It procures the normality assumption according to Tabachnick and Fidell (2013) and Çokluk et al., (2010: 14) .
IV. Interpretation of the analysis and findings
4.1.Demographicfindings
48.2% of the students participated in the questionnaire were female and 51.5% of the students were male, the most participated age bracket was observed as the age bracket 17-21 with 56,7% and age bracket 22-26 with 40,7%. It was found that 30.6% of the household income level of research participants had a household income of 2000 TL and above. The company preferences of the respondents vary between two companies, Pamukkale Travel (42.1%) and Metro Travel (40.5%). 67.5% of the participants stated that they traveled 0-3 times a week. Istanbul is the first ranked with a ratio of 47.3% in terms of family residence. When participants are satisfied with their travels, they prefer to share this with their friends/relatives (61.9%).
4.2.Factoranalysis
For the research, the data collected from the 425 Y generation representatives were evaluated with the help of the SPSS for Windows 22 statistical package program. First of all, in the analysis, the Principal Component Analysis was used to find factor structures belonging to a total of 60 items related to service quality determinants and Varimax was selected as the rotation method. Seven factors explaining 55.898% of the total variance, which are above the load value of 40 and above the eigenvalues of 1, are taken into consideration (Çokluk et al., 2010: 221) . In the factor analysis, Comrey& Lee (Nar. from 1992, Tabachnick&Fidell, 2007) found that 50 is too weak, 100 is weak, 200 is medium, 300 is good, 500 is very good and 1000 is perfect. It is accepted that KMO value is 0,940 and sample size is suitable for factor analysis (Alpar, 2011: 286) Alpar (2011: 815) noted that the Cronbach Alpha coefficient is high between 0,80-1,00, highly reliable between 0,60-0,79, low between 0,40-0,59 and unreliable between 0,00-0,39. These factors include attitude and behavior of the personnel, physical qualities of buses, technology usage, ticket sale transactions and punctuality, supportive services, facilitating services and stopover components as seen in the table below. When the factor load values are examined, the load values of 0,60 and higher are high; the load values between 0.30-0.59 can be defined as moderate magnitudes (Büyüköztürk, 2002 b : 474). T-Test and ANOVA (One-Way ANOVA) Analysis were applied to investigate the differences in satisfaction levels in terms of service quality determinants of Ygeneration while travelling to demographic variables after reliability was provided. 
4.3.Analysis of the travel service quality components in terms of demographic variables
The level of service quality that the Y-generation perceive when traveling on the basis of gender variable was analyzed by t-test. The level of service quality that they perceive according to age, household income and company variables were tested by ANOVA analysis. Assumptions for normality and equality of variance, which are required for ANOVA analysis, were provided. The Tukey test was applied to the Post Hoc tests to find out which group create the differences in the study. (95% significance level)
The 
V. Conclusionsand suggestions
Due to the intense competition in road travel, which makes the tourism sector active every year and contributes significantly to the tourist movements in our country, it has become important for the competition to differentiate from tourists and to provide better quality services to their passengers.Thus, efforts have been made to investigate the determinants of service quality in road travels of Y-generation, the travelers of the future, which are expressed as the Millennium generation in the study, and these determinants in terms of demographic variables. According to the results obtained from this research, the quality of service determinants of Y-generation travels consists of attitude and behavior of the personnel, physical qualities of buses, technology usage, ticket sale transactions and punctuality, supportive services, facilitating services and stopover. As a result of the research, "Attitude and Behavior of the Personnel" appeared as the most important factor dimension. The results of this research are similar to those of other studies in the literature on the importance of personnel behavior among the determinants of travel service quality (Koçoğlu&Aksoy, 2012; Ardıç&Sadaklıoğlu, 2009; Duman et al., 2007; Altan&Engin, 2004; Edvardsson, 1998) . On the other hand, according to the service quality components of travel, it is observed that no significant difference in terms of age and household income variables of Y-generation has emerged. According to the research results of Yılmaz (2012: 80) , the averages for the dimensions of students' perceptions of quality of urban bus services do not differ significantly according to their gender, age and education. The results of this research are in line with the results of Yılmaz (2012) in terms of age variable.One of the other results of the research is that the level of satisfaction among male passengers is higher than female passengers in terms of time change. In the study by Duman et al. (2007: 157) , it was found that stopover places were not a direct determinant of the loyalty of the customers, being one of the factors determining the quality perception of the service received by the customer. Finally, it was found out that the satisfaction level of the Y-generation, which preferred PamukkaleCompany was higher than the other firms, is higher in terms of the attitude and behavior of the personnel, physical qualities of the bus, technology usage, ticket sale transactions and punctuality, supportive services, facilitative services and stopovers.  As a result, company owners should attach importance to their training in terms of physical evidence such as attitude and behavior of the personnel, courtesy, body language, mimics, and being good-humored and should carry out training meetings for certain periods within this scope.  In order to increase the professional knowledge of personnel, on-the-job/off-the-job training should be provided by the company managers and the training should be adapted to the requirements of the age.  Companies should provide entertaining and appealing advertisements that may attract the young generation and social networks should be utilized in this respect.  Considering the technology that is indispensable in the life of Y-generation, Wi-Fi and charge socket services should absolutely be available in the bus.
